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Abstract: The results of the studies highlights the fact that lack of information is one of the variables 
which have a great and important impact over the promotion and development of the organic product market and 
the utternace of the consumer’s options. In the promotion of organic products, an important role have the public 
institutions responsable which are in significant corelation with the development of this market sector, how it 
resutls from the determination of the Pearson coefficient. Over the study it is observed a growing tendency of the 
consumers to buy organic products from the existing agroalimentary markets and supermarkets. 
 
MATERIAL AND METHODS 
 In accordance with the estabilished objectives, interrogation forms were built up with 
the special structure of answering the opened and closed questions. The questions are 
presented in group, having the role of determining the social characteristics, knowlidge level, 
population attitude towards the organic products. 
 The interrogation forms contain questions reffering consumer behaviour, perceptions 
regarding the accomplishment of organic products, understanding of the „organic product” 
concept. The forms were coded in the purpose of numeric variable transformation.  
 So as for the analysis of the registered data a searies of software were used destined 
for statistic data calculation. The functions of Microsoft Excel were used for calculations, and 
the SPSS software was used for corelation studies, highlighting possible relations between the 
variables. 
 
RESULTS AND DISCUSSIONS 
 
Presentation of the obtained inquiry on the bases of consumer pattern set up, taking in 
consideration the age and sex variables. 
Table 1 
Pattern distribution according to age and sex 
 
 
 
 
 
 
 
 
Person age  Gender 
 
 
<25 years 26 – 35 
years 
36 – 49 
years 
 > 50 
years 
Total 
Male 
Female 
Total 
24 
18 
42 
21 
22 
43 
26 
35 
61 
14 
15 
29 
85 
90 
175 
 73 
 The obtained results show the predominance of women (51%) in comparation with 
men (49%), the difference observed at the 36-49 age cathegory (57%). 
Table 2 
Social – educational characteristics of the questioned consumers 
 
Proffesion Frequency Percent 
Employees 
Students 
Unemplyees 
Pensioner 
Total 
102 
37 
26 
10 
175 
58 
21 
15 
6 
100 
 
 
 
 
 
 
 
    
From the total inquiered people, 58% accomplishes financial incomes from various 
activities; 85% of the asked people have academic studies; the average family number is 
between 2 and 4 members. 14% of the questioned do not have children, and 31% have one 
child usually under 18 years old. 
Results presentation refering to the aquisition modalities of the organic products: 
Most consumers (45%) buy organic products from the market, beeing considered as an 
en-gross source of fresh products. 20% of the consumers buy the products from en-detail 
shops. 57% of the consumers buy products from supermarkets. 
The consumers were asked about the significance rate paramaters that can affect 
organic product consuming. For this, the Likert scale was used (with grades from 1 to 5, 1 – 
insignificant, 5 – most significant). The presented data indicate the importance rate 
manifested from the consumers, mainly, for the following parameters: price, freshness, taste, 
specific characteristics. The presentation area and the packing mode are not parameters which 
affect consume. 
Most of the questioned consumers (67%) don’t chanfe their favourite location of 
aquisition. From the totally questioned persons 73% affirmed that in the family females 
decide, generally, what fruits and vegetables will be bought. 
Inquiry results presentation regarding the information and knowlidge rate of the 
population about organic products. 
39% of the inquired consumers obtain information about organic products from the 
people they encounter with. 27% of the consumers claim that they inform themselves from 
commercial spots. 
 
 
 
 
 
 
 
 
 
Family No. Frequency Percent 
1 
2-3 
4-5 
> 5 
Total 
17 
74 
63 
21 
175 
10 
42 
36 
12 
100 
 74 
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     Figure 1. Associated names for organic products 
 
From the data presented in figure 1 we can observe that most consumers associate 
organic products with the term „natural products”, a part of them including it in the category 
of chemical fertiliser free products. 
Inquiry results reffering to the modality of capitalization and importance of organic 
products:  
Table 3 
Quality advantages of organic products 
 
 
 
 
 
 
 
 
 
 From the data presented in table 3 we can observe that most consumers consider 
organic products beeing healthier and therefor assuring a high level from the food security 
point of view. Over half of the questioned people consider that the presentation form of the 
organic products is not important. 
 There is a certain balance between the main problems that limit or stop the posibility 
of organic product aquisition. 
 The consumers were asked to evaluate different aspects regarding the organic 
products. For the evaluation of theese atributes the Likert scale was used (with grades from 1 
to 5), (1 – total disaprooval, 5 – total aprooval). Consumers express their favorability for 
organic products, the midvalue of the grades beeing 3.59 of  5. 
 Highest grades were given for the fact that organic products are natural, healthier, 
have a high quality and do not contain toxic waste. The majority of the questioned people 
aproove the idea that organic products are a trend of the present. 
 
 
 
 
 
 
 
 Frequency Percent 
Tastier 
Healthier 
Presents safety 
Has nutritive values 
Nice odor 
I don’t know 
Total 
19 
60 
54 
23 
5 
14 
175 
11 
34 
31 
13 
3 
8 
100 
 75 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Which do you think is the rate of the organic products on the market? 
 
  
 The results of the inquiry about consumer information posibilites and it’s interest in 
the cognition of the problems regarding organic products: 
Table 4 
Have there been distributed in your area materials with information about organic products? 
 
 
 
 
 
 
  There is a low interest for population information regarding the organic 
products. We can observe that 10% of the questioned person participated/had access to 
informational seminars, and 76% of the consumers consider beeing important organizing 
intructional-educational seminars. 
 Presentation of the results reffering to consumer public opinion of the local authorities 
attitude towards the organic products: 
 We can draw that in the opinion of the questioned consumers, local authorities involve 
inssuficiently in the promotion and capitalisation of theese products and in developing an 
agriculture based on organic principles.. In this context we can observe that nevertheless 
exists an optimistic tendency from the consumers reffering to the future development of the 
marketing possibilites of the organic products. 
 
CONCLUSIONS 
 
 The inquiry results manifest the fact that lack of information is one of the high impact 
variables in the promotion and development of the organic product field and utternace of 
consumer options on their regard. 
 In this direction, it is recommended the organization of intensive information and 
promotion companies so that consumers could be informed as good as possible about organic 
products, to know the advantages and procedures legally established which have the role of 
guarantee and assure their quality. 
 Likewise, from the presented data, we can extract that the promotion of organic 
product obtainment has an important role in the environment protection and the decrease of 
used chemical fertilizers. 
 FrecvenŃa Procent 
DA 
NU 
NU ŞTIU 
Total 
7 
150 
18 
175 
4 
86 
10 
100 
Ponderea pe piata a produselor ecologice
53%
22%
10%
0%
15%
0-25% 26-50% 51-75% 76-100% NU STIU
 76 
 Most people, who have knowledge about the existence of organic product markets 
have academic studies, the lack of information being found at the people with medium 
studies/ no studies, being necessary the adopting of an education stimulating strategy for their 
knowledge level improvement in this field. 
 At the promotion of organic products, an important role have the responsible public 
institutions which are in significant correlation with the development of the organic product 
market sector, as it arises from the determination of the Pearson coefficient. 
 We can say that at the level of Cluj Napoca city, we observe a growing tendency of 
consumers to buy organic products from agroalimentary markets and supermarkets. We 
recommend taking measures which can improve conditions on these markets presenting and 
capitalizing organic products. 
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